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High priority chemicals for the  
Mind the Store campaign in 2018-2019 

• Solvents (methylene 
chloride and NMP) 
– Paint removal products 

 
• Flame retardants 

– Electronics  
– Kids products (car seats) 

• Phthalates 

– Vinyl plastics (bldg 
materials) 

– Fragranced products  
– Food contact materials 

• PFAS 
– Food packaging 
– Textiles 
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Benchmarking retailers on their chemical policies 
(and lack there-of) 
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2017 report card ranking thirty retailers on 
new website: RetailerReportCard.com 
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Challenging a larger list of retailers to “Mind the 
Store” – twelve new retailers added for 2018 

• Apparel store 
– Nordstrom 

 
• Dollar Store chain 

– 99 Cents Only 
 

• Grocery stores 
– Aldi (Aldi Sud) 
– Loblaws  
– Publix 
– Sobeys 

• Restaurant / fast food chains 
– McDonalds 
– Panera Bread 
– Restaurant Brands 

International (Burger King, 
Popeyes, Tim Hortons) 

– Starbucks 
– Subway 
– Yum! Brands (KFC, Pizza Hut, 

Taco Bell) 
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Who’s Minding the Store? 2018 Retailer Report Card 
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Forty companies evaluated in 
twelve key retail sectors 
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Brief summary of our approach 
• Evaluation of retailers based on publicly 

available information 
• 14 criteria, harmonized with Chemical 

Footprint Project (CFP) 
• 135 possible number points and 

corresponding letter grades 
• Draft scores shared with companies in 

advance 
• More details: 

https://retailerreportcard.com/2018/10/
methodology-2018/  10 
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The fourteen Criteria 
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The fourteen Criteria (continued) 
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Retailers graded B- 
to A+ 

Retailers graded F 
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Five Key Findings 
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1) Retailers continue to drive toxic chemicals out 
of consumer products 

• Eleven (now thirteen) retailers 
ban methylene chloride & NMP 
in paint strippers, including 
Lowe’s, Home Depot, Walmart, 
and Amazon 

• Phthalates, parabens, and 
formaldehyde in beauty and 
personal care products, 
oxybenzone in sunscreens 

• Target, Costco adopt ZDHC MRSL 
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2) Top retailers continue to strengthen or adopt 

new chemical policies. 
 • Twenty-one out of twenty-nine 

retailers (72%) evaluated in 2017 and 
2018 improved over the last year. 

• Since 2016, eleven retailers improved 
their grade from a D+ to a C+. 

• Since 2017, eighteen more retailers 
improved their grade from a D to a D+.  

• Target, Lowe’s, Costco, and Sephora 
also reported major gains in 2018 
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3) Retailers are aligning around a common list of 

chemicals of concern. 
 • Classes of chemicals – PFAS, halogenated flame retardants, 

ortho-phthalates, parabens, formaldehyde releasers 
• “Stewardship list” in BPC Product Sustainability rating system 

– 6 authoritative government lists 
– 2,408 individual substances 
– 5,705 substances in total (when including members of compound 

groups, e.g. lead compounds) 

• Safer alternatives – EPA SCIL list 
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4) Food retailers seriously lag behind others in 

reducing chemical hazards. 
 • PFAS, phthalates, bisphenols 

• Average grade of six restaurant 
chains: F 

• Panera: some limited progress 
on PFAS  

• Grocery chains: average grade 
of D+, with Whole Foods at top 
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5) Too many retailers fail to address the chemical 

safety of their products. 
 • 19 companies receive F grades 

• 12 of 19 receive 0 out of 135 points 
• 3 sectors particularly lagging behind 

– Restaurants: F grade average for 6 
retailers  

– Department Stores: F grade average for 4 
retailers  

– Dollar Stores: F grade average for 3 
retailers 

• 2 others not much better 
– Beauty Shops: D- grade average for 3 

retailers  
– Office Supplies: D- grade average for 2 

retailers 
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Tailored 
recommendations 
for each retailer & 

five broader 
recommendations 
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Chemical Footprint Project (CFP) 
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1. Know Chemical Footprint Project (CFP), CFP 
Survey, & chemical footprinting 

2. Know who participates and how to participate 
in CFP Survey 

3. Peak into CFP Survey questions and results 

Key Takeaways 
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Chemical Footprint  
Project (CFP) 

CFP Survey Chemical 
Footprinting 
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Investors include … 
• Bank J Safra Sarasin 
• BNP Paribas Investment Partners 
• Boston Common Asset Management 
• Calvert Research  & Management 
• Impax Asset Management 
• Legal & General Investment Management 
• Rhode Island Treasury 
• The Sustainability Group of Loring, 

Wolcott & Coolidge 
• Trillium Asset Management 

Retail & Health Care includes … 
• CVS Health, Staples, Target, & Walmart 
• Dignity Health, Kaiser Permanente, & 

Vizient 



• Apparel / Sporting Goods: Burton, Levi Strauss & Co. 
• Building / Furnishings: Construction Specialties, 

Herman Miller, Humanscale, Kimball Hospitality, 
Milliken, Naturepedic, Nora Systems 

• Cleaning / Personal Care: Beautycounter, California 
Baby, Ecolab, GOJO Industries, RB, Sealed Air Corp / 
Diversey, Seventh Generation 

• Medical devices/supplies: BD, Case Medical, J&J 
• Technology: HP Inc., Seagate Technology 
• Retail: Walmart 
• Toys: Radio Flyer 
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Responders to the CFP Survey 
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CFP Survey:  
19 Questions = 100 points 
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Milliken & 
Company –   

“We are 
committed to 
understanding 

100% of the 
chemical 

ingredients 
used in the 

materials we 
select” 

38% 

17% 

46% 63% 

8% 

13% 

13% 
4% 

50% 

21% 

8% 

21% 
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“Chemical Footprint”  
the total mass of chemicals 
of high concern (CoHCs) in:  
products,  
manufacturing operations, 
facilities, 
supply chains, and 
packaging. 

Chemical of High Concern (CoHC): 
• carcinogen, mutagen, or reproductive toxicant (CMR), 
• persistent, bioaccumulative and toxic substance (PBT), 
• any other chemical for which there is scientific evidence of 

probable serious effects to human health or the 
environment that  give rise to an equivalent level of 
concern, or a chemical whose breakdown products result in 
a CoHC that meets any of the above criteria 
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Herman Miller –   
“We believe 

that safe 
chemistry is a 

requirement for 
any sustainable 

product” 
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71% 

25% 

8% 

21% 17% 

13% 

4% 

8% 

Footprint Measurement (F2) 

4% 

29% 

38% 

13% 8% 
8% 

13% 

13% 
8% 
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Companies publicly sharing answers +/or scores on chemicalfootprint.org: 
Beautycounter, BD, Case Medical, GOJO, Humanscale, LS&Co, Milliken, RB, 

Radio Flyer, Seagate Technology, & Seventh Generation 



Value of CFP Survey 
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• Common language 
• Gap analysis 
• Independent, comparative, & replicable 
• Quantitative metric to measure progress 
• Aligns/supports UN SDGs (3, 6, & 12) & 

SASB responses 
• Public sharing of journey to 

environmentally sound management of 
chemicals 

• Alignment with leading demands from 
businesses, purchasers, & investors 

• Systemic framework that supports 
compliance with standards & eco-labels 



Timeline 

• January 1, 2019  CFP Survey opened 
• March 31, 2019  Survey closes 
• Q2-Q3 2019   CFP Survey scores released to responders 
• Q2-Q3 2019    CFP 2019 Annual Report released 

 
Go to www.chemicalfootprint.org for all details 
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http://www.chemicalfootprint.org/


Take Action 
• Be a CFP Signatory 

– Engage your suppliers in participating the Survey 
• Participate in the CFP Survey – options to help getting started … 

– Participate anonymously & use Survey as a self-assessment tool 
– Footprinting (question F2) 

• calculate footprint for one or a few product categories 
• use the shorter list of EU SVHCs 

– Retailers: respond only for private label products 
• Participate in Clean Production Action’s introductory courses 
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1. Identifying a List of Chemicals of Concern for Action       - April 10, 17, 24 

2. Designing a Chemicals Management Policy        - May 9, 16, 23 

3. Setting Goals and Measuring Chemical Footprints            -  Sept 11, 18, 25 

4. Avoiding Regrettable Substitutes with GreenScreen®      -  Oct 9, 16, 23 

Each course has three 75-minute online interactive classes.  Details at: 
https://www.cleanproduction.org/programs/training-courses-2019 
 
 

 

New Online Introductory Courses 

https://www.cleanproduction.org/programs/training-courses-2019


Retailer Report Card & CFP Survey 
Question Retailer Report Card CFP Survey 

Intent? Holistic framework of org’l 
progress to safer chemicals 

Holistic framework of org’l progress 
to safer chemicals 

Who is surveyed? Retailers Any business (currently brands, 
manufacturers, and retailers) 

Who answers the 
questions? 

Mind the Store: based on 
information that is publicly 
available & shared by 
retailers 

The responding company: using 
information that is either publicly 
available or confidential 

Who scores the 
answers? Publishes 
the report? 

Mind the Store Clean Production Action 
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Thank you and keep in touch! 

Mike Schade 
Mind the Store Campaign Director 
Safer Chemicals, Healthy Families 
mikeschade@saferchemicals.org  

www.RetailerReportCard.com 
www.SaferChemicals.org  

Mark Rossi 
Executive Director 

Clean Production Action 
mark@cleanproduction.org 
www.ChemicalFootprint.org 
www.CleanProduction.org  

mailto:mikeschade@saferchemicals.org
mailto:mikeschade@saferchemicals.org
http://www.RetailerReportCard.com
http://www.SaferChemicals.org
mailto:mark@cleanproduction.org
http://www.ChemicalFootprint.org
http://www.CleanProduction.org
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